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Big John’s 


3 


We look forward to working with you 
as a partner to achieve success in 
meeting the needs of our consumers 
and cigarette category objectives in 


1995, 


ThankYou! _ _ 
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1995 Merchandising Program Requirements 
Pack Outlets (continued) 

• Provide RJR share of space equal to RJR share of market on 
carton merchandisers, if applicable. Minimum acceptable space ss 
determined by an RJR Representative. 

• Ensure RJR brands are represented in all price tiers as required* 

• Ensure adequate quantity of RJR brands are maintained to 
minimize out of stock, including brands designated for display. 

• Provide RJR equal opportunity to place temporary promotional 
displays and signage, as requested. 

• Accept new RJR brand styles as requested by RJR Representative. 

• RJR reserves the right for tel approval of display / advertising 
sizes and locations. 
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1995Merchandising Program Requirements 
Pack Outlets 

• RJR Full Price Display in Primary Position 

• RJR Full Price Display is in a 2nd, 3rd, or 4th Full Price 
Position 

• RJR Savings Brand Display in a Primary Savings Position 

• Display RJR “Lowest* brands, if applicable 

• Provide RJR accurate volume Information. Authorize primary 
and other suppliers to release brand style volume information to 
RJR 

• Provide RJR share of available signage (excluding signage on 
fixtures/ displays) equal to RJR share of market. 
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Pack Outlets 
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■Hi Retail Partners Program 

Summary of Changes 

• Merchandising 

| - Shift to performance based merchandising -BJR volume. 

1 - linkage to marketing objectives at retail-2 fall price feature displays 

| and 1 savings. 

- Increase quality of retail presence. 

• Co-Marketing 

- Co-Marketing Funds used offensively/defensively- expanded universe. 

- Co-Marketing Finds- Greater impact /Point of difference. 

- Co-Marketing Funds-Linkedto merchandising and RJR volume. 

• Program Mimugement 


- Partnership approach to retail needs / priorities. 

- Field sales flexibility - decentralized trade support 

- Improved efficiencies and targeting for long-term growth. 
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Retail Partners Program 

Strategic Direction 

• RJR’g Objectives are fully integrated with our Retail Trade 
Customers 9 needs. 

• RJR will work to do what is best for RJRT, our Retail Trade 
Partners, and our mutual consumers, versus simply following 


• RJR fuliy understands and anticipates change in die retail 
environment to be on the leading edge of new strategies, services, 
programs and technology to meet or exceed expectations of our 
retail customers. 

• RJR is best positioned to serve as tie “Category Advisor", 
supporting business partnerships which will drive consumer 
impact and responsiveness. 

o Reinforces RJR’s approach of “Working For Smokers". 
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Retail Partners Program 

Background 

• The cigarette industry has changed dramatically over the 
past few years: 

- Price rollback 

- Competitive retail program 

- MW/AKmrger 

• RJOR’s and retail trade needs have also changed: 

- Link trade program 

» Retail Merchandising 
» Retail Co-Marketing 
» Distributor Programs 
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